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ABSTRACT

This thesis mvestigates how British advertising agencies select celebrity endorsers and
the criteria considered important in deciding which celebrity to employ. Specifically
the primary focus of the study is to identify and analyse the process by which celebrity
endorsers are selected by advertising agency practitioners; to explore factors affecting

the selection of celebrity endorsers; and, to generate a model of selecting celebrity
endorsers for marketing communication messages.

The research had a two-phase design, which progressed from exploratory interviews to
a mail survey. For the first phase, a sample of advertising agencies was taken from a
recognised hsting of the 300 largest agencies in the UK by Campaign in 1997. The top
thirty, as ranked by annual sales in 1996, were chosen. Ten managers from nine
advertising agencies and a celebrity director from a special research company called the
Celebrity Group Ltd, were interviewed. Two fax responses were also received.

Having identified a process by which practitioners select celebrity endorsers and the
criteria considered, ten hypotheses were developed and the second phase, a mail survey,
was launched. The population included advertising agency directors/managers working
In Institute of Practitioners in Advertising (IPA) member agencies. Purposive sampling
was used with the objective of selecting agency managers who have been involved 1n
celebrity campaigns. After two waves, 131 out of 414 (31.6%) questionnaires from 80
out of 148 (54%) agencies were recerved.

The research findings indicate that there 1s an informal and unwritten process of
selecting celebrity endorsers in which a number of agency teams play a part and there 1s
a range of criteria considered 1n the process. During the research process a pre-
understanding model of how agencies select celebrity endorsers was developed that 1s
cgrounded in the exploratory interview findings from which the research hypotheses are
mainly derived. After having tested the hypotheses, a final version the process i1s
proposed, which reflects a normative theory and represents a major contribution of the
thesis.

KEYWORDS: Celebrity endorsement
Marketing communications
Integrated marketing communications
Advertising
Advertising agencies
Advertising development
Decision process
Normative theory
Response rate
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Chapter One

An Overview of the Research




CHAPTER ONE: AN OVERVIEW OF THE RESEARCH

1.1 INTRODUCTION

The problem of communicating to consumers is of increasing importance in the field of
marketing. In addition to the severe competition, constantly advancing technology has
lett Iittle room for product differentiation, and as a result marketing communication
tools have become the means to retain and increase market shares. Hence, marketers
use communication strategies to help differentiate their brands from competitors’ in

order to influence consumers’ buying decisions. One of the strategies is the use of

celebrities as endorsers of brands.

Despite the obvious economic advantage of using relatively unknown personalities as
endorsers, the choice of celebrities to fulfil that role has become common practice for
companies competing in today’s cluttered media environment. A recent estimate
indicates that around one quarter of all commercials screened 1n the USA 1nclude
celebrity endorsers (Shimp 1997). Although celebrity endorsement has a historic
presence 1n Britain, the number of celebrity campaigns has increased markedly 1n recent
years. In fact, the study findings show that one 1n five marketing communications

campaigns feature celebrities in the UK.

The reason for companies to juxtapose brands with celebrities 1s the hope that their
much-admired characteristics transfer to brands they endorse (McCracken 1989). This
may In turn boost effectiveness of marketing communication attempts by helping
messages stand out from surrounding clutter and thus improving communicative ability
by cutting through excess noise In a communication process. While their positive
impact on economic returns of sponsoring companies is well documented (Agrawal and
Kamakura 1995; Mathur, Mathur, and Rangan 1997), celebrities do not come risk-free.
There are many potential hazards such as public controversy, and overexposure. It has

been found that negative information about a celebrity endorser not only influences



consumers’ perception of the celebrity, but also the endorsed brand (Till and Shimp

1998).

Given the large sums of money involved in this strategy and the risk associated with
selection of inappropriate celebrities, developing a systematic approach to the selection
of an appropriate celebrity for marketing communication messages is an important
practical task. The literature comprises studies that manipulate celebrity endorser
characteristics such as attractiveness, likeability, familiarity, trustworthiness, and
expertise under laboratory conditions using students as experimental samples. Only one
study by Miciak and Shanklin (1994) investigated the factors taken into account by
advertising practitioners (agency and company) when choosing celebrity endorsers, but
not the process. In sum, the literature provides little or no information regarding the

actual process advertising agencies go through in selecting celebrity endorsers.

1.2 RESEARCH OBJECTIVES

In order to close the aforementioned gap, this research aims to discover the process by
which British advertising agencies select celebrity endorsers, who 1s involved 1n the
process and their roles as well as factors deemed important in selecting celebnty

endorsers. More specifically, objectives of the study can be stated as:

1. To identify and analyse the process by which celebrity endorsers

are selected by advertising agency practitioners in the UK.

2. To explore factors affecting the selection of celebrity endorsers

in the UK.

3. To generate a model of selecting celebrity endorsers for

marketing communication messages.

Generating a practitioner-based celebrity endorser selection procedure may not only

provide invaluable insights for British advertising agencies in striving to find the ‘right’



celebrity endorser for their clients’ brands, but it may also be of use to practitioners in

other countries since UK-based advertising agencies are considered to be the centre of

excellence in the global marketing communication industry.

1.3 THE ORGANISATION OF THE THESIS

The objectives of the study form the basis for the literature review and empirical phases
of research. Chapter Two reviews the communication and advertising literature in order
to establish a basic theoretical background for the thesis in light of recent developments.
It starts by exploring several definitions of the communication process and its elements.
The source element 1s discussed in depth because when celebrities endorse brands, they
are perceived to be the major source of the communication process. Next, a more
specific form of the communication process, marketing communications, is defined and
discussed adapting the integrated marketing communications perspective. Then,
definitions and objectives of advertising are presented since celebrity endorsers are
mostly depicted in advertisements. Lastly, several models of how advertising works are

discussed to grasp how advertising may affect consumers.

In a sense, Chapter Two lays the first foundation stone for the thesis. The second
foundation stone 1s contained 1in Chapter Three by presenting the celebrity endorsement
literature. In the process of reviewing the literature, three strands were presented first,
as a backdrop to a potential selection process: historical developments, comparisons of
celebrity versus non-celebrity endorsement strategies, and pros and cons of the strategy.
Next, the academic literature i1s discussed under four headings—Source Credibility
Model (Hovland, Janis, and Kelley 1953), Source Attractiveness Model (McGuire
1985), Product Match-Up Hypothesis (Kamins 1990), and Meaning Transfer Model
(McCracken 1989)—in order to identify factors which might have implications for a
potential selection process. Lastly, celebrity endorsement message formats and
integrative use of celebrities are presented because of the beliet that a potential process

should not be only concerned with selecting celebrities, but also extend to how

celebrities are utilised and presented.



Chapter Four details the research design and instruments after restating the research
objectives.  The research design involves two successive phases.  Unlike 1ts
predecessors, the research first makes use of a phenomenological methodology,
exploratory interviews, with the intention of identifying parameters of a celebrity
selection process. The second phase of the study seeks to test hypotheses derived from
the first stage and the literature review, and therefore employs a positivist methodology,
mail survey. A schematic diagram of the research design is presented in Figure-4.1.
Thereafter research hypotheses are stated and the research sample is identified. Finally,

the research nstrument development process and efforts spent to increase the response

rate are detailed.

Chapter Five presents findings from exploratory interviews carried out with thirteen
managers, eleven of whom worked in the top thirty British agencies ranked by annual
sales. The objective was to determine whether British advertising agencies use an
identifiable process for selecting celebrity endorsers utilised by. It 1s believed that
identifying the process by which celebrities are selected requires an understanding of;
why agencies use celebrities; who 1s involved 1n the process; #ow the process flows; and,
how agencies execute celebrity campaigns. Hence, these topics were mncorporated 1n an
interview schedule. A model of selecting celebrity endorsers reflecting the researcher’s

pre-understanding was 1dentified and depicted 1n Figure-5.1.

Chapter Six explores the mail survey findings and tests the ten research hypotheses.
The respondents included advertising agency directors/managers working at agencies in
membership of the Institute of Practitioners in Advertising (IPA). The reason for
sampling IPA member agency managers 1s that these transact more than 80 per cent of
total UK advertising expenditure. Findings from this larger sample mostly confirm the
ones from the exploratory stage in that there 1s an unwritten process for selecting

celebrity endorsers and managers use a range of objective criteria 1n this process.

Chapter Seven integrates findings from both stages of the fieldwork. The final version
of the model by which advertising agencies select celebrity endorsers is presented in
Figure-7.1 and each step of the model is explored in detail. The model 1llustrates a

normative theory and represents a major contribution of this thesis to the literature as 1t



fulfils the first requirement of theory building in that it captures tacit knowledge and

makes 1t explicit.

The study is concluded in Chapter Eight, which starts by comparing the research
findings with objectives. It then discusses the academic and managerial implications of

the research, reveals limitations and suggests further research avenues.

Finally, the appendices detail the interview schedule, the survey questionnaire,

assoclated documentation, and some of statistical test results carried out in Chapter Six.

1.4 SUMMARY

This chapter introduced the research objectives along with the structure and organisation

of the thesis 1n order to provide a snapshot of how the research has been developed and

written.
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CHAPTER TWO: BACKBONE FOR THE STUDY: COMMUNICATION AND

ADVERTISING

2.1 INTRODUCTION

The use of celebrity endorsement as a marketing communications strategy is widely
recognised and often utilised. Even though this strategy has proven effective, there are
clearly many potential hazards such as, celebrity inappropriateness, misbehaviour, or
mismatch. These potential hazards can occasion managerial difficulties when selecting
potential celebrities for company messages. These hazards require managers to study
and understand the communication process thoroughly because parts of a process can
best be comprehended by analysing the whole process carefully. In conjunction with
this line of thinking, this chapter’s objective 1s to build a theoretical background for the

thesis topic.

In order to build the aforesaid background this chapter offers three main discursive
sections. First, an attempt 1s made to define, analyse, and clarify basic concepts of the
communication process in general; second, a more specific form of the communication
process, marketing communications 1s discussed. The third section defines concepts ot
advertising and then, theories of how advertising works will be discussed.
Understanding the communication process, marketing communication tools, and
especially advertising, is crucial to comprehend and interpret any proposed selection

process for celebrity endorsers due to the fact that when used in advertising, a celebrity

1s regarded as a communication source.

2.2 COMMUNICATION

Decision makers in the field of marketing communications (marcom) must thoroughly
understand the communication process since marcom strategies are implemented
through communications with potential consumers.  This section reviews the

fundamentals of communications and particularly the source element.



2.2.1 Definition and Process of Communication

There are many different definitions of communication which vary according to the
authors’ view. The simplest form is that “communication is the transmission of a

message from a sender to a receiver by means of a signal of some sort sent through a

channel of some sort.” (Schiffman and Kanuk 1991).

The above definition leaves too many unknowns. Such as, what type of message does
the sender wish to convey? Has the sender put it into a format that conveys a precise
meaning? Through what channel is the message to be transmitted? Do intended
receivers have access to this channel? Can the message overcome psychological
barriers, which often may cover an intended audience? Can or will an audience decode

the message 1nappropriately? And finally, how do senders know if communication has

taken place?

In order to answer these questions, more sophisticated definitions must be given.
Harold D. Lasswell (1948) argued that a convenient way to describe an act of
communication 1s to ask the following five questions which are central issues in a
number of communications research fields—control analysis (who?), content analysis
(says what?), media analysis (in which channels?), audience analysis (to whom?), and

ettect analysis (with what effect?).

Kitchen (1999) claims that Lasswell’s formula shows the basic components of
communication, but it does not necessarily serve to indicate the mechanism by which

communications becomes two-way rather than one-way.

Alternatively, Schramm (1971), who was found to be the most often cited scholar 1n a
recent survey done by Buttle (1995)', defined communication as “the process of
establishing commonness or oneness of thought between a sender and a receiver.” This
definition reveals three conclusions. First of all, communication 1s a process and has
interrelated components that can be modelled and examined 1n a structured manner

(Shimp 1997). Secondly, information must be transferred from a sender to a receiver

' The survey included 101 popular texts in the fields of marketing, marketing communication, marketing
management, promotion management and marketing strategy. Schramm was cited by 27 of the texts.



and transferred information is assumed to contribute to the development of shared
thought between participants in any communication process. Lastly, communication is

based on a relationship that might exist between two people, or between one person and

many others.

Schramm (1971) noted that it is misleading to think of a communication process starting
somewhere and ending somewhere since people are constantly receiving and decoding
signs from the environment, interpreting these signs, and encoding something as a
result. Consequently, Schramm acknowledged a new element to his model, feedback,
and added that audiences are not passive. In other words, the process is not just one-

way. Below, Figure-2.1 shows a model of the communication process with nine

elements.

Figure-2.1 Communication Process

/
4
i
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\
\

Source: Adapted from Schramm 1971 and Kotler 1997.

The model emphasises the key factors in effective communication. Senders must
determine target audiences they want to reach and any desirable responses. Then,

senders must choose and encode a message (e.g. initiate the transfer of meaning by




choosing appropriate symbolic images that represent the meaning). The communication
process can be effective only when messages are decoded by receivers as they were
encoded by senders. Senders must transmit through efficient media that reach target

audiences; and, develop feedback channels to monitor the receiver’s response to the

message.

Even though source (sender) is the major focus of attention in this thesis, it is useful to

define the communication elements, briefly.

Sender or source of a communication is defined as “the person or organisation who has
information to share with another person or group of people” (Belch and Belch 1995).
Similarly, Shimp (1997) defines the source as a person or group of people (such as a
business firm) who have thoughts (ideas, sales points, etc.) to share with some other

person or group. The intention of the source often determines the meaning of a message

(Buttle 1995).

Encoding 1s the process of putting thought into symbolic form (Delozier 1979). In the
process, the source selects specific signs from a nearly infinite variety of words,
sentence structures, pictures, facial expressions, symbols and non-verbal elements to
encode a message that will communicate effectively with the target audience and enable

the receiver to comprehend the intended meaning.

The Message 1s a symbolic expression of a sender’s thoughts (Schramm 1965). In
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